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W elcome to the 
January issue of The ESP                     
Newsletter. I hope you had a 
good holiday break and you’re 
pumped up for 2018 

I talked last month about the              
importance of creating your 
2018 action plan. I hope that’s 
something you’ve done in                   
preparation for the next 12 
months. 

I can’t stress enough how                     
important it is to hit the ground 
running in January and make 
sure you’re already on target for 
your goals and objectives. 

It’s far easier to hit your targets 
when each month's results are in 
line with your projections. 

One of my all-time favourite 
quotes on goals is from the late, 
great Zig Ziglar. He said… 

 

“I don’t care how much power, 
brilliance or energy you have. If 
you don’t harness it and focus it 
on a specific target and hold it 
there, you’re never going to                
accomplish as much as your                
ability warrants.”  

There’s so much truth in this.  

It pains me to see business              
owners running their businesses 
without this level of clarity and 
focus. But think about it… 

It’s virtually impossible to focus 
when you don’t know where 
you’re going and you don’t know 
what you’re aiming for. 

There’s been so much BS written 
about goals, but one piece of              
advice I can give you that will 
make a difference is simply write 
them down, and then make sure 
you diligently focus on those 
goals during the next 12 months. 
It really is that simple. 

Because of my privileged                     
position of being able to work 
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Quote of the month 

Proven strategies to help you build a better business 

“The secret of success in life 
is for a man to be ready for 

his opportunity when it 
comes.” 

Earl of Beaconsfield 



 

 

H aving a strong 
online presence is 
how most 

businesses grow and find new 
clients nowadays. There are so 
many different mediums you 
can tap into and the more you 
utilise, the higher your chances 
of turning enquiries into leads. 

Twitter advertising is one way 
you can reach out to thousands of  
businesses in your area without 
having to put in a lot of work. 
Finding new businesses through 
this social network is difficult 
because what you type into 
Twitter’s search bar comes up 
with accounts that have that 
word/those words in their bio.  

So, for example, you could type in 
‘business in Manchester’ and it 
wouldn’t show these relevant  
businesses because they haven’t 
described themselves in such a 
way in their bio. 

Of course, it is possible to find    
relevant accounts through        
thorough research and analysing 
tweets and not accounts in the 
search bar, though that is                  
time-consuming and means you 
have to reach out to others. 
Ideally, you want to implement a 
strategy that works by itself 

without you having to monitor it 
that much.  

Twitter advertising does exactly 
that. You create your adverts and 
use keywords and specific 
locations to reach out to only the 
clients you want to work with. 

How you can target new users 

There are four main ways you 
can properly target particular            
accounts. Reaching out to people 
interested in the same television 
show as you isn’t relevant, so 
we’ll just cover the relevant ones. 
These are… 

• Interests and followers: Reach 
out to people with specific 
interests or who are 
connected to your followers. 

•  Keywords: You may only want 
to reach out to people who are 
tweeting about subjects that 
you’re interested in. For 
example, ‘accountant’ or 
‘business growth’ are the 
perfect examples to use. 

Twitter enables you to be specific 
when you’re advertising, so you 
only spend money on clicks that 
are valuable to you.  
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with many different business 
owners, I obviously see all types. 
We                   actively encourage 
goal setting and focus on these 
goals to give our clients clarity in 
the very busy and extremely               
cluttered world that we all                    
operate in. 

Yes, it’s hard to do. 

But it’s one of the biggest reasons 
why businesses fail or never 
reach their full potential… 

...and that’s why Zig’s great quote 
is so powerful. As business               
owners we owe it to our                    
businesses, our teams and our 
families to get the best results we 
can from the available talents we 
(and those around us) have. 

You can’t do that without focus. 
Without clarity. Without knowing 
where you’re going. 

It’s easy to be dismissive of these 
things, but when you look back on 
2018, just think how great you’ll 
feel when you’ve achieved your 
goals and your business is closer 
to where you want it to get to. 
Here’s to a happy, healthy and 
prosperous 2018 to you from us 
all.  

WS 
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Use Twitter advertising 



 

 

Did you know that there are more 
than 500 million tweets every 
day? That’s a huge amount of 
tweeting and with over 240 
million people actively using 
Twitter, it makes it a perfect 
platform for you to use. People 
use Twitter to talk about their 
feelings, aspirations, interests 
and thoughts. Even if you don’t 
think you stand a chance of 
getting a new client through 
Twitter, it’s a higher probability 
than you think!  

Another reason to utilise Twitter 
ads is so that you can connect 
with people in real time. Rather 
than replying to people and 
engaging with their tweets that 
they posted four hours, or even 
four days ago, you can reach out 
to them as soon as they’ve posted 
that relatable tweet.  

You aren’t just limited to clients - 
you can stay updated with 
competitors and professionals by 
popping up on their timeline   
whenever they tweet something 
relevant or if they match the 
description you’ve used to find 
new users. 

Promoted tweets vs  

promoted accounts 

Basically, you have the option of 
promoting your account or your 
tweets. If you want to grow your 
followers (get more people to 
follow you), then promoted 
accounts is a good choice, and one 
that we recommend. 

If you have a special offer, a new 
service or something about your 
firm you want everyone to know 

about, then promoted tweets are 
more useful. This option does     
encourage you to think more     
carefully about the type of 
content you’re using on your 
account. 

Creating the ad 

Once you’ve decided how you will 
target others (by keywords, or   
interests and follows) and 
whether you’d prefer to promote 
your      account or tweets, you 
can begin creating your ad. 

Firstly, sign into your account at 
Twitter.com. Then, visit 
ads.twitter.com. At the top, click 

‘Create new campaign’.  

From this drop-down, you can 
specify your advertising goals, 
such as to get clicks to your 
website, leads on Twitter, tweet 
engagements, and much more.  

Only choose ‘website clicks or   
conversions’ if your website       
converts, or you will be spending 
money on clicks and not seeing 
any results.  
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Need support? Call the team on 01476 862 172 

to get more clients 
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Use Twitter advertising to get 
more clients 

Twitter then take you through 
some more steps to finalise your 
ad, including when you want it to 
start (immediately or customise a 
date). Don’t be so eager to post 
your ad that you rush through the 
options. As with all advertising, 
you won’t get results if it isn’t 
implemented correctly.  

When choosing location, be        
specific. Don’t just put the city, but 
the town you want to target. But 
bear in mind, the more rural your  
location, the more difficult it will 

be to find relevant users, as your 
ad can’t reach people who aren’t 
using Twitter! 

The section titled ‘Select 
additional targeting criteria’ is one 
of the most important of all steps. 
You can choose keywords, 
interests and more. Don’t be too 
eager to use too many keywords, 
because you only want people who 
will actually be interested in your 
services. 

Here are a few examples of 

keywords you can use based on 
your industry: 

• Lawyer 

• Business growth 

• Lawyer *followed by your         
location* 

Not everyone will be tweeting 
these keywords all the time, so be 
patient and you will see results!  



 

 

I  can’t recall ever meeting a               
business owner trained in 

the art of staff performance    
reviews. I’m sure that in this 
day and age they’re out there, 
but I’ve yet to talk to a staff 
partner who believed their             
approach to be effective in              
enhancing the performance of 
the individual and the firm. 

I occasionally work with                 
Amanda, an excellent HR                   
consultant and trainer. Amanda 
describes most reviews between 
boss and employee as akin to a 
parent with a naughty child. 
There tends to be a catalogue of 
things that shouldn’t have been 
done or that need to be done  
better, followed by a mixture of 
praise, threats and cajoling in 
random measures. The overall 
effect is a sense of relief on both 
sides that duty has been done 
and the meeting completed,               
rather than any genuine sense of 
progress being made or a path 
forward defined.  

Whilst such meetings may have 
some impact, often the effect is 
only temporary. What is needed 
is something much more                    
sustainable and something far 
more consistent with the plans 
and development of the firm. 

Amanda and I have spoken often 
about this and developed an              
approach based on combining 
personal development with                
business strategy. We’ve put this 
into practice on many occasions 
now with significant and                    
sustained impact every time.  

Here’s how it works. 

1. Merging the timelines 

For reasons that will become 
clear, it’s important that the 
timeline for staff reviews is               
consistent with the business’s 
forecasting and planning                 
timeline. We need a sequence of 
events to occur in the right order 
so that the team are fully                      
informed and their development 

matches the                        
development of the     
business.  

The process starts with 
creating the business 
plan and forecasts for 
the next 12 months, and 
then ties the staff                     
reviews and plans into 
this. Often, staff                         
timetables work on a 
calendar year basis                  

irrespective of the year end.  

Since forecasting tends to revolve 
around the start of the financial 
year, merging these two needs to 
be considered. The staff year and 
the financial year are most                   
effective when matched. It keeps 
everyone on the same plan. Say 
that your year end is 30th                
September. Your plans,                          
forecasting and budgets for the 
upcoming year are done in July/
early August for approval at the 
September board meeting. You 
are in a position to present your 
goals to the team at the October 
staff meeting and to hold staff 
review and development                 
meetings, in line with the plan 
again, during October. By the end 
of Month 1 everyone is lined up. 

2. The master plan 

The next point is somewhat                 
obvious. If everyone is to work to 
a plan, then there has to be one!  
It’s difficult to set clear goals for 
the team if the organisation itself 
lacks direction. If there isn’t a 
clear strategic plan in place for 
the business, then very little is 
going to move forward                            
effectively. 

If you don’t have a plan, then           
create one. If you have a plan, 
then revisit it, review it and make 
sure that the goals for the next 12 
months are quite clear.  

3. Sharing the plan 

The next stage, as I show above, 
is to present the plan. If your 
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Want help? Call the team on 01476 862 172 

The three pronged approach  
to focusing employee                 

performance 
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team are to work effectively, 
bearing in mind you employ              
intelligent people, then it makes 
sense for them to understand 
what the goals are. How else do 
they share your focus?  

4. Linking the plans 

Now we move from business to 
individual. Having explained the 
business plan, objectives and 
goals for the year, the individual 
team development meetings are 
booked. Each member is asked to 
come up with three specific               
objectives for their own meeting, 
one in each of the following                 
areas: 

i. An objective linked to the 
firm’s operation; 

ii. An objective linked to client 
matters; 

iii.  An objective linked to                     
personal goals. 

As well as creating the objectives, 
the team member also needs to 
give consideration to how these 
are to be measured.  

As an example, the employee 
may come up with: 

i. Improve recoverability on jobs 
to an average of 95% for the 
year; 

ii. Attend 12 networking events 
in the year; 

iii. Book and attend 4 courses 
linked to developing manager 
skills. 

These objectives and                          
measurements will now form the 
basis for the discussion with the 
employee. 

5. The development meeting 

You are now looking for three 
key elements: 

• Objectives that are consistent 
with the overall plan; 

• Objectives that recognise and 
address known weaknesses; 

• Objectives that challenge. 

I would expect the discussion to 
amend some or all of the                       
objectives. If you consider it                
necessary to replace one, then it 
is essential that the reasons are 
fully explained, understood and 
accepted by the employee.                 
Remember, we want these to be 
their objectives.  

If a basic objective hasn’t been 
covered, then it clearly needs to 
be brought in as a replacement or 

additional objective. If the level 
of challenge is wrong, then it 
needs amendment. 

6. Timetable 

The final step is to agree dates 
during the year for reviewing and 
measuring performance. These 
should be at least half-yearly and, 
ideally, quarterly. They should 
also include a monthly reporting 
facility so that progress can be 
managed by both you and the 
team member in between               
meetings. 

You’ll notice I’ve made no               
mention of salary here. Salary is 
determined by experience,                 
expertise, roles and                                         
responsibilities. What we’re               
focusing on here is performance 
and development. 

We want the objectives of the   
individual team members to be 
beneficial and meaningful to 
them but also to be consistent 
with the objectives of the                
business.  

As a result, both progress and 
benefit together and the team 
better understand the link                  
between them and the business. 

Continued from page 5... 
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The three pronged approach to 
focusing employee performance 



 

 

F rom one of the world’s 
most admired business 

leaders, here is a remarkable 
book that will forever change the 
way you think about 
management. 
 

The meteoric rise of UK 
supermarket chain Tesco from 
humble beginnings to its current 
status as one of the largest 
retailers in the world can be 
largely credited to one man—its 
recently departed CEO, Terry 
Leahy.  

Leahy’s unflagging drive and 
commitment to progress, his no-
nonsense approach to 
leadership, and his visionary 
perspective on the manager’s 
role made him a transformative 
figure not only within his 
company but within the culture 

at large—he was voted Business 
Person of the Year by 
the Sunday Times in 2010. 
 
But what’s Leahy’s secret?  

How did a working class kid 
whose first job with Tesco was 
stocking shelves rise to become 
his company’s most dynamic 
leader—quadrupling the firm’s 
profits and creating a new job 
every twenty minutes for more 
than ten years?  

How did he steer a midlevel 
supermarket chain to such 
success that it now accounts for 
one-seventh of all British 
spending on consumer goods, 
with truly global reach and 
thriving departments in 
everything from mobile-phone 
operation to financial services? 
 
The answer can be found in ten 
deceptively simple words - 

words such as truth, loyalty, 
courage, and balance. 
Everyone thinks they understand 
what these words mean.  

But what Leahy learned in his 
fourteen years as the world’s 
greatest turnaround artist was 
that there is far more to actually 
practicing these time-honored 
values than most people know. 
 
Management in 10 Words is 
Terry Leahy’s unflinchingly 
honest, deeply insightful account 
of the most valuable, hard-won 
lessons of his career.  

For any leader who aspires to be 
truly exceptional, this book is a 
must-read  

EF 
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Any questions? Call the team on 01476 862 172 

Sharpen the saw 
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Business tips 
4 books most millionaires read 

before they turn 30 
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Wayne Searle 

1. How to Win Friends and  
Influence People 

The title turns some people off 
since it feels sale-zy and                
business-y. This book is a  
lynchpin in creating productive 
relationships, though. We are so 
concerned with what is                      
happening in our own world 
that we often forget to think 
about other people, even when 
we are around them. 

How to Win Friends and                     
Influence People is a refreshing 
reminder of how to build strong 
professional relationships with 
others. The insight from this 
book can immediately be                 
applied to life with a substantial 
impact.  

2. Thinking Fast and Slow 

For a long time, economists 
have made the assumption that 
humans are rational. It does not 
take long to think of countless 
examples where that is not the 

case. In Thinking Fast and Slow, 
Nobel prize winner Daniel 
Kahneman discusses many of 
the ways that people are                      
influenced by situational                 
context. 

He helped pioneer behavioral 
economics and the idea that             
humans are very irrational 
when looking at benefits versus 
costs. 

This book paints the way that 
we think about our decisions in 
a different light. Awareness of 
our own biases and what might 
influence our decisions will help 
you make more rational and  
level-headed choices when they 
count most. 

3. Influence: The Psychology 
of Persuasion 

As a bit of a complement to 
Thinking Fast and Slow 
(although it came out many 
years earlier), Robert Cialdini 
wrote a masterpiece of a book 
about influence with 
his Influence: The Pyschcology 
of Persuasion. It takes a lot of 
the Kahneman's ideas and puts 
them into practice.  This comes 
from both our friends, salesmen, 
and advertisements. 

4. Originals, How Non                  
Conformists Move the World 

One of the greatest challenges in 
life is to think independently. 
There are countless outside              

influences that push us to try 
and conform to how others 
think. In Originals, How  Non 
Conformists Move the World, 
Adam Grant looks at some of the 
most original people that have 
inhabited this earth. 

 

 

 

 

 

 

 

 

Are there any books that have 
made a difference to you, get in 
touch and let us know! 

https://www.facebook.com/pages/ESP-Business-Solutions/1495958504023905
https://twitter.com/TheWayneSearle

